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This study examines the relationship between product innovation and customer
loyalty in the foodpreneur industry. In an increasingly competitive market, busi-
nesses must continuously innovate to maintain consumer interest, differentiate
their brand, and enhance customer engagement. This research aims to assess
the impact of product innovation on customer loyalty, with customer satisfac-
tion as a mediating factor. This study employs a Systematic Literature Review
(SLR) method by analyzing 20 journal articles published between 2021 and
2025. The articles were selected based on their relevance to product innova-
tion, customer loyalty, and customer satisfaction in the foodpreneur sector. The
findings indicate a strong positive relationship between product innovation and
customer loyalty, with customer satisfaction serving as a crucial mediator. Satis-
fied customers are more likely to make repeat purchases and recommend brands,
strengthening long-term loyalty. Additionally, product quality and market ori-
entation significantly contribute to customer retention. Businesses that integrate
consumer feedback, maintain high product standards, and prioritize innovation
are more likely to build strong customer loyalty. This study suggests further
exploration of the impact of digital transformation, technological advancements,
and changing consumer behavior on product innovation. Furthermore, the role
of social media engagement and influencer marketing could provide valuable
insights into enhancing brand visibility and consumer trust.

This is an open access article under the CC BY 4.0 license.

(©MOoM

DOI: https://doi.org/10.33050/sabda.v4i2.752
This is an open-access article under the CC-BY license (https://creativecommons.org/licenses/by/4.0/)

©Authors retain all copyrights

1. INTRODUCTION

The evolving nature of the food industry necessitates that foodpreneurs continuously innovate to retain

their customer base. Product innovation is widely recognized as a key determinant of customer retention [1].
Research indicates that foodpreneurs who consistently develop new products and introduce unique offerings
are more likely to sustain customer interest and cultivate strong brand loyalty. Differentiation through innova-
tion allows businesses to establish a distinctive identity in a competitive marketplace [2]. This study explores
the interplay between product innovation, customer satisfaction, and loyalty, with the objective of providing
insights into effective strategies for enhancing customer retention in foodpreneur enterprises [3]. By evaluating
existing literature and industry practices, this research aims to provide a comprehensive understanding of how
product innovation influences customer loyalty [4]. As the food industry increasingly integrates new trends
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and digital advancements, comprehending the impact of product innovation on customer loyalty becomes in-
creasingly vital [5]. This research seeks to address existing gaps by evaluating how foodpreneurs can harness
innovation to build brand loyalty and maintain competitiveness in a saturated market [6]. As the food industry
increasingly integrates new trends and digital advancements, comprehending the impact of product innovation
on customer loyalty becomes increasingly vital. This research seeks to address existing gaps by evaluating how
foodpreneurs can harness innovation to build brand loyalty and maintain competitiveness in a saturated market.

Beyond product innovation, customer satisfaction serves as a pivotal factor in fostering loyalty. When
consumers derive satisfaction from products and services, they are more inclined to engage in repeat purchases
and promote the brand through positive word-of-mouth. This study explores the interplay between product
innovation, customer satisfaction, and loyalty, with the objective of providing insights into effective strategies
for enhancing customer retention in foodpreneur enterprises [7]. As the food industry increasingly integrates
new trends and digital advancements, comprehending the impact of product innovation on customer loyalty
becomes increasingly vital. This research seeks to address existing gaps by evaluating how foodpreneurs can
harness innovation to build brand loyalty and maintain competitiveness in a saturated market [8], [9].

2. LITERATURE REVIEW

The literature review provides a theoretical foundation for understanding the relationship between
product innovation and customer loyalty [10]. It explores key concepts, frameworks, and empirical findings
from previous studies to highlight how innovation in the food industry influences consumer behavior [11]. By
analyzing existing research, this section aims to clarify the role of innovation in shaping competitive advan-
tages and long-term customer engagement [12]. Furthermore, this discussion is aligned with several Sustain-
able Development Goals (SDGs), particularly SDG 8 (Decent Work and Economic Growth), SDG 9 (Industry,
Innovation, and Infrastructure), and SDG 12 (Responsible Consumption and Production), by emphasizing how
foodpreneurs can contribute to sustainable economic growth through innovative and responsible business prac-
tices [13], [14].

2.1. Product Innovation and Customer Loyalty

Product innovation is widely acknowledged as a fundamental driver of customer loyalty across diverse
industries, including the food sector [15]. Research suggests that enterprises that consistently introduce new
products are better equipped to adapt to evolving consumer preferences and market demands. Offering novel
and improved products not only attracts new customers but also sustains the engagement of existing ones.
Innovation ensures relevance in a dynamic market and enhances customer satisfaction, which in turn fosters
brand loyalty.
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Figure 1. Illustration of Product Innovation and Customer Loyalty
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Figure 1 Illustration of Product Innovation and Customer Loyalty, product innovation is widely ac-
knowledged as a fundamental driver of customer loyalty across diverse industries, including the food sector.
Research suggests that enterprises that consistently introduce new products are better equipped to adapt to
evolving consumer preferences and market demands. Offering novel and improved products not only attracts
new customers but also sustains the engagement of existing ones. Innovation ensures relevance in a dynamic
market and enhances customer satisfaction, which in turn fosters brand loyalty [16].

Furthermore, product innovation provides a competitive edge by setting businesses apart from their
competitors. Consumers tend to exhibit loyalty toward brands that continuously deliver high-quality and in-
novative offerings [17]. This expectation compels businesses to maintain a strong commitment to ongoing
innovation, ultimately reinforcing long-term customer relationships. Furthermore, product innovation provides
a competitive edge by setting businesses apart from their competitors [18]. Consumers tend to exhibit loy-
alty toward brands that continuously deliver high-quality and innovative offerings. This expectation compels
businesses to maintain a strong commitment to ongoing innovation, ultimately reinforcing long-term customer
relationships [19].

2.2. Customer Satisfaction as a Mediating Variable

Customer satisfaction plays an integral role in linking product innovation to customer loyalty. Studies
indicate that satisfied customers are more likely to develop trust in and loyalty toward a brand [20]. Satisfaction
functions as a mediator, strengthening the association between product innovation and customer retention.
Consumers who experience high satisfaction levels are more inclined to engage in repeat transactions and
advocate for the brand, thereby fostering a positive cycle of customer loyalty [21].

PERCEPTION OF CONSUMER

CONSUMER EXPECTATION CONSUMER SATISFACTION

Figure 2. Illustration of Customer Satisfaction as a Mediating Variable

Based on Figure 2, customer satisfaction plays a crucial role as a mediating variable in the relation-
ship between product innovation and customer loyalty. The illustration highlights this relationship through the
depiction of a delighted customer giving a five-star rating, which symbolizes a high level of satisfaction with
the delivered product. In the background, food business staff are shown engaging with customers, representing
the importance of excellent service quality in building positive consumer experiences. Complementary visual
elements, such as satisfaction graphs and directional connections between innovative products and customer
loyalty, further emphasize the pathway by which customer satisfaction reinforces long-term relationships be-
tween consumers and brands.

Moreover, the achievement of customer satisfaction is not the result of a single factor but rather a
combination of interrelated elements. Among the most influential are product quality, service excellence, and
the overall consumer experience [22]. Foodpreneurs who consistently maintain premium product standards
while also delivering exceptional service are more likely to foster stronger emotional connections with their
customers. These efforts not only elevate satisfaction levels but also translate into repeated purchases, positive
word-of-mouth, and enduring brand loyalty [23]. Consequently, customer satisfaction acts as both a critical
bridge and a strategic lever, transforming product innovation into sustainable customer loyalty within the food-
preneurship sector.
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2.3. Impact of Market Orientation and Product Quality

Market orientation and product quality play a crucial role in building customer loyalty [24]. Research
shows that businesses that actively respond to consumer needs and market trends are more capable of introduc-
ing innovative and high-quality products. Understanding customer preferences enables foodpreneurs to develop
products that align with market demands, fostering long-term customer relationships and brand loyalty [25].
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Figure 3. Illustration of the Impact of Market Orientation and Product Quality

Figure 3 illustrates the impact of market orientation and product quality on customer retention. The
image shows a business environment where foodpreneurs interact with customers, emphasizing the importance
of understanding market demands [26]. The central figure highlights the role of market orientation in shaping
innovative product offerings, while surrounding elements such as fresh ingredients and high-quality food prod-
ucts symbolize product quality. This visualization reinforces the idea that balancing innovation with quality
helps businesses build customer trust and long-term loyalty [27].

Moreover, product quality remains a key determinant of customer retention. High-quality products
that consistently meet or surpass consumer expectations contribute to greater satisfaction and, consequently,
increased loyalty [28]. By balancing innovation with quality, foodpreneurs can build a reputation for reliability
and trustworthiness, thereby reinforcing customer engagement [29].

3.  RESEARCH METHODS

This research employs a systematic literature review to analyze the relationship between product in-
novation and customer loyalty within the foodpreneur industry [30]. The study concentrates on journal articles
published between 2021 and 2025 to ensure that the findings align with current industry trends. A total of
20 journal articles were carefully chosen based on their relevance to product innovation, customer loyalty, and
consumer satisfaction [31]. The selected articles were retrieved from credible academic databases and analyzed
using qualitative methods. The research involved identifying key themes, patterns, and significant insights de-
rived from prior studies. By synthesizing existing literature, this study provides a holistic understanding of how
product innovation contributes to customer loyalty within foodpreneur enterprises [32].

To structure the findings of the qualitative analysis, identified themes were categorized according to
their prevalence in the selected journal articles. The following table presents the key findings from the literature
review:

3.1. Qualitative Analysis of Previous Studies

The data in Table 1 summarizes findings from previous studies, emphasizing the correlation between
product innovation and customer loyalty [33]. The majority of studies (80%) highlight that product inno-
vation is a crucial factor in boosting customer loyalty, ensuring businesses remain competitive and relevant.
Additionally, 70% of the reviewed studies suggest that customer satisfaction serves as a mediating variable,
strengthening the link between innovation and long-term brand commitment.
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Table 1. Qualitative Analysis of Previous Studies

Category Number of Journals Percentage(%) Key Findings
(n=20)

Product Innovation 16 80% Most studies found

Increases Loyalty that product innova-

tion positively affects
customer loyalty.
Customer Satisfac- 14 70% Customer  satisfac-
tion as a Mediator tion reinforces the
connection between
innovation and loy-

alty.
Role of Product 15 75% High-quality  prod-
Quality in Loyalty ucts contribute to

both satisfaction and
long-term customer

retention.
Market Orientation’s 12 60% Businesses with
Influence on Innova- strong market ori-
tion entation are more
adaptable and inno-
vative.
Impact of Digital 10 50% Social media and
Media on Loyalty digital marketing
enhance product

innovation and cus-
tomer engagement.

Approximately 75% of studies emphasize that product quality is vital for customer retention, as high-
quality offerings build trust and satisfaction. Market orientation also emerges as a key driver, with 60% of
studies showing that businesses aligned with market trends and customer needs are more innovative and com-
petitive. In addition, 50% of studies highlight the growing role of digital media, particularly social platforms,
in enhancing engagement and strengthening loyalty through innovation-driven marketing [34]. Overall, the
literature indicates that product innovation, supported by quality, market orientation, and customer satisfaction,
is central to building customer loyalty, while digital marketing further reinforces brand—consumer relationships
and warrants deeper exploration in light of evolving consumer behaviors and technological advances [35].

4. RESULT AND DISCUSSION

The findings reveal a strong positive correlation between product innovation and customer loyalty in
the foodpreneur sector [36]. Analysis of the 20 selected journal articles suggests that businesses that empha-
size continuous product innovation achieve higher customer retention rates [37]. Innovative offerings not only
attract new consumers but also reinforce brand loyalty among existing customers. Foodpreneurs that introduce
distinctive, high-quality products position themselves as industry leaders, thereby fostering trust and engage-
ment [38]. Moreover, customer satisfaction emerges as a crucial mediating factor between product innovation
and customer loyalty. Research findings suggest that satisfied customers are more likely to engage in repeat
purchases and recommend the brand to others. This finding highlights the necessity of aligning innovation with
consumer expectations to enhance satisfaction and strengthen long-term loyalty [39].

The study also underscores the significance of market orientation and product quality in customer re-
tention [40]. Businesses that incorporate consumer feedback into their innovation strategies and uphold high
product standards tend to experience greater customer loyalty Furthermore, digital marketing plays an instru-
mental role in amplifying the advantages of product innovation, as social media platforms such as Instagram
and TikTok enhance product visibility and foster consumer interaction [41].
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Table 2. Relationships Among Factors in Foodpreneurship

Independent . Dependent .
Variable Mediator Variable Moderator Main Impact
Product Customer Customer  Market Orientation, InnovaFlon. increases satisfaction,
. . . . which in turn strengthens
Innovation  Satisfaction Loyalty Product Quality
customer loyalty.
Product Customer Customer Digital marketing amplifies

Digital Marketing the effect of innovation on loyalty
through visibility and interaction.
High quality enhances satisfaction,

Innovation  Satisfaction Loyalty

Product Customer Customer
. . . Digital Marketin and supported by digital promotion,
Quality Satisfaction Loyalty £ £ PP y Qistta’p
improves retention.
Responsiveness to market needs
Market Customer Customer Product Qualit increasis satisfaction; product qualit
Orientation  Satisfaction Loyalty y b quatty

reinforces trust.

As shown in Table 2, customer satisfaction acts as a key mediator linking product innovation, prod-
uct quality, and market orientation to customer loyalty. Product innovation strengthens loyalty by enhancing
satisfaction, particularly when supported by market orientation and product quality. Digital marketing further
amplifies this effect by increasing visibility and interaction. In addition, high product quality not only drives
satisfaction directly but also reinforces trust and retention when combined with market responsiveness. Over-
all, the table highlights that innovation, quality, market orientation, and digital marketing collectively foster
sustainable customer loyalty through customer satisfaction.

Table 3. Relative Importance of Key Factors in Building Customer Loyalty

Evidence Relative
Factor from Key Insight
. Importance
Literature
Highlighted in High-quality products

Product Quality Very High build trust and significantly
enhance satisfaction.
Alignment with customer
High needs drives innovation
and competitiveness.
Social media and
Moderate digital tools strengthen
engagement and loyalty.
Acts as the core driver
Foundational of satisfaction and loyalty
when combined with other factors.

75% of studies

Highlighted in

Market Orientation 60% of studies

Highlighted in

Digital Marketing 50% of studies

Consistently linked

Product Innovation .
across studies

As presented in Table 3, product quality is identified as the most influential factor in building cus-
tomer loyalty, highlighted in 75% of studies. This finding underscores that consistent delivery of high-quality
offerings not only strengthens consumer trust but also enhances overall satisfaction. Market orientation fol-
lows with 60% emphasis, indicating that businesses aligning their strategies with customer needs and market
trends are more likely to remain innovative and competitive. Digital marketing, emphasized in 50% of studies,
plays a supportive yet significant role by amplifying the effects of product innovation and increasing customer
engagement through visibility and interaction [42]. Meanwhile, product innovation is consistently recognized
across the literature as the foundational driver that initiates customer satisfaction and loyalty, particularly when
reinforced by quality, market responsiveness, and digital promotion [43]. Collectively, these insights suggest
that foodpreneurs must prioritize quality and market alignment while leveraging innovation and digital tools to
sustain long-term customer loyalty [44].
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5. MANAGERIAL IMPLICATIONS

The managerial implications of this study suggest that foodpreneurs must treat product innovation
not only as a means of differentiation but as a strategic driver of customer loyalty in an increasingly dynamic
and competitive food industry. Innovation in product offerings whether in taste, packaging, nutritional value,
or cultural uniqueness has a direct impact on consumers’ emotional attachment and repurchase intentions.
Therefore, managers and business owners in the foodpreneur sector should establish a structured innovation
process that includes regular customer feedback analysis, trend monitoring, and experimentation with new
recipes or formats.

Furthermore, to sustain customer loyalty, it is essential for foodpreneurs to align product innovation
with consistency in quality, brand storytelling, and personalized customer experiences. Managers must en-
sure that each innovation enhances the perceived value of the product while maintaining brand identity and
trust. Small scale food businesses should also invest in lean product development cycles that allow for rapid
prototyping and real time market testing, especially in response to changing consumer behaviors and lifestyle
preferences.

Lastly, the study highlights the importance of internal team involvement in innovation processes.
Encouraging collaborative creativity among staff and creating an innovation-friendly culture will help food-
preneurs remain agile and responsive. In conclusion, by viewing innovation as an ongoing, customer centric
process, foodpreneurs can enhance customer satisfaction, deepen emotional connection with their brand, and
ultimately drive long-term customer loyalty.

6. CONCLUSION

This study demonstrates that product innovation is not merely a competitive advantage but a strategic
imperative for enhancing customer loyalty in the rapidly evolving foodpreneur industry. In a business envi-
ronment where consumer preferences shift quickly and competition is intense, foodpreneurs who continuously
introduce new, creative, and relevant product offerings are better positioned to build emotional engagement
with customers. The research findings emphasize that consistent innovation whether in the form of new fla-
vors, healthier ingredients, sustainable packaging, or culturally inspired menu scan significantly contribute to
customer satisfaction, which in turn serves as a precursor to loyalty and long-term customer relationships.

The positive impact of innovation on loyalty is largely mediated by customer satisfaction. When
customers perceive greater functional and emotional value in innovative products, they are more inclined to
return for repeat purchases, exhibit brand advocacy behavior, and develop a sense of attachment to the brand.
This emotional bond fosters brand loyalty, which is a critical factor for business sustainability, especially in the
food and beverage sector where consumer switching behavior is common. From a managerial standpoint, this
indicates that foodpreneurs should treat innovation as a continuous process, embedded in the company’s daily
operations and decision-making, rather than as an occasional marketing gimmick.

Moreover, the study underlines the strategic role of market orientation and product quality in strength-
ening the link between innovation and loyalty. Businesses that remain responsive to consumer insights, evolv-
ing dietary trends, and local cultural preferences are more likely to develop innovations that resonate with
their target audience. Managers must, therefore, ensure that every innovation effort is grounded in a clear
understanding of customer needs, and that it is supported by consistent quality control standards to avoid com-
promising trust. A highly innovative product will not sustain loyalty if it fails to meet basic expectations around
taste, hygiene, freshness, or safety.
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